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Sharpening Consumer Focus.
Creating Extraordinary Experiences.
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Entertainment has been an integral part of our lives, even before the evolution of concept of society. Though the form and shape of entertainment activities
have changed drastically over time, at its core, entertainment serves to relieve the human life of the ennui which accompanies the monotony of the daily
schedule. While our ancestors had to rely on themselves or their peers for their entertainment needs, the consumer of today is far more lucky. There

is a surfeit of content choices available today and these options are available at the mere click of a button. The content preferences are evolving at an
unprecedented pace, partially driven by this barrage of choices and innovations. Besides the ever-changing needs, every consumer is an amalgamation of
different personalities, which define his content preference at a particular instant. An intensely personal experience such as entertainment needs to cater
to these different avatars. More importantly, given the unique nature and aspirations of different individuals, a one-size-fits-all approach to entertainment
cannot provide a fulfilling experience. Technology has added new facets to the process of understanding the consumer with tons of data that is now
available and serving the vast spectrum of their dynamic content needs. These factors have transformed the job of creating content experiences, making it
easy and difficult at the same time.

At ZEEL, ‘consumer-first’ is the mantra, to maintain focus on the most important aspect amidst all the pandemonium. Consumer has been the focal
point of the decision-making process at Zee to serve his multi-faceted entertainment needs. Our evolution has been shaped by consumers’
changing entertainment needs as we continuously sift through trends and adapt our offerings for audiences across mediums. This has

helped us consistently widen our content profile to reach audience with varied tastes, preferences, cultural backgrounds and
demographics. As we embark on our new journey of ZEE 4.0 we have made Consumer Centricity the overarching

objective in every endeavour of the organisation to deliver extraordinary experiences to our consumers.
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In this Annual Report, we have disclosed forward-looking information to enable investors

to comprehend our prospects and take investment decisions. This report and other statements - written
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and oral - that we periodically make contain forward looking statements that set out anticipated results based on the

management’s plans and assumptions. We have tried, wherever possible, to identify such statements by using words such as ‘anticipate’,
‘estimate’, ‘expects’, ‘projects’, ‘intends’, ‘plans’, ‘believes’, and words of similar substance in connection with any discussion of future
performance. We cannot guarantee that these forward-looking statements will be realised, although we believe we have been prudent

in our assumptions. The achievements of results are subject to risks, uncertainties and even inaccurate assumptions. Should known or
unknown risks or uncertainties materialise, or should underlying assumptions prove inaccurate, actual results could vary materially from
those anticipated, estimated or projected. Readers should keep this in mind. We undertake no obligation to publicly update any forward
looking statement, whether as a result of new information, future events or otherwise.

A

View Annual and Quarterly financials:
https://www.zeeentertainment.com/investors/financials/
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KEY PERFORMANCE INDICATORS Revenues < Milion

FY16-20
CAGR 1 0.7%
79339 81299
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ZEELs revenues have grown at 10.7% CAGR over the
past five years. Excluding the Sports business which
was divested in FY17, revenues grew at 13.8% CAGR
over the same period. This growth has been driven
by improvement in our TV network share, digitization
of pay-TV subscriber base and growth in revenues
from new businesses. During FY20, our domestic
subscription revenues grew by 33%, driven by the
implementation of New Tariff Order in the broadcast
business and growth in ZEE5 subscription revenue.
Advertising revenue declined by 7.1% due to the
continued macro-economic slowdown during the year.

EBITDA % Million
FY16-20 &
[o)
e 2.3%
22,376
20,761
19,269
FY16 FY17 FY18 FY19 FY20*

Our EBITDA CAGR of 12.3% over the last five years
is better than the revenue growth. EBITDA margins
declined 480bps YoY in FY20 to 27.5%. The fall in
EBITDA margin was due to decline in advertising
revenue and increase in programing costs driven by
elevated content investments over the last 2 years.

*Excluding one-offs in operational cost and other expenses in FY20
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PBT Before Exceptional Items Z Million Return on Capital Employed %
FY16-20 * FY20
caor Do % von ~8480bps
24,563 24.4
21,841 22,297
19.6
16,775
14,059 I
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Our Profit before Tax has grown at 9.7% CAGR over
the past five years led by robust revenue growth and
improving margins. During FY20, Profit before Tax
declined by 9.2% due to lower EBITDA margins

*Excluding exceptional items and one-offs in operational cost and
other expenses in FY20

ZEEL's return on capital employed (ROCE)
declined by 480bps YoY to 19.6% during
FY20. The decline in ROCE is due to
lower EBIT margins which decreased by
520bps YoY to 24.2%.

Television Network Share % ZEE5
FY20
(YoY) +1 70bps —
=
2 136
/,3 minutes
=
146 i @
FY18 FY19 FY20 Global MAUs  Global DAUs Average
(Million) (Million) watch time

ZEEL converted two of its FTA (Free to Air) channels

to pay in Mar’19 and subsequently removed them

from the DD FreeDish platform. Due to this move,
viewership of these two channels dropped significantly
and the overall share of ZEEL network declined to
18.4% in FY20 vs 19.7% in FY19. However, excluding the
share of these two channels, network share grew by
170bps in FY20, driven by the strong performance of
Hindi movie channels and several regional channels.

*Viewership share numbers exclude Zee Anmol and Zee Anmol
Cinema which were converted to pay channels in Mar’19

Revenue
Breakdown

Revenue: T 81,299 million

ZEE5 MAU (Monthly Active User) base
saw a modest growth YoY, however this
was accomplished with lesser marketing
spends on user acquisition, highlighting
the growth in organic user base. ZEE5 also
reported a global DAU (Daily Active User)
base of 6 million with a watch time of 136

minutes per viewer during the month. ZEES

established itself as the biggest producer
of digital original content in India with 80+
shows/movies released during the year.

Distribution of
Expenses

Networth Z Million
FY20
(YoY) 4.7%
93,439
89,239
75,617
FY18 FY19 FY20

In FY20, ZEELs networth increased
by 4.7%. This is primarily due to
profit from operations.

Movie Business

T Million
Revenue
2,997
(o!o)
N .,
1,660
] o
A\ =
N
FY18 FY19 FY20

Zee Studios co-produced/distributed
14 movies during the year across Hindi,
Marathi, Tamil and Punjabi languages.
The movie business revenue declined
as the movies released in FY20 could
not match the success of the movies
released last year.

Total Expenses: X 58,922 million*

8cy Advertising
O revenues

@ 359 S

70/ Other Sales
O and Services

61% coac"

O
@ 26% o

30/ Employee benefit
O expenses

*Total expense excludes one-offs
in operational cost (32,598mn)
and other expenses (33,433mn)




MESSAGE FROM THE

ZEE 4.0

| have shared my vision for ZEE 4.0 in my ‘Open
Letter’, harboring a sharper, leaner and greener
version of the Company. The five pillars of the new
ZEE 4.0 or the 5G approach as | have termed it,
will encompass a robust focus on — Governance,
Granularity, Growth, Goodwill and Gusto. As a first
step in this direction, the Board of the Company
has been reconstituted with new members who
bring in the required blend of experience and
expertise. | am confident that a Board with majority
independent directors will be instrumental in
setting the standards for corporate governance
going forward. We have also adopted a more
granular and transparent approach for business
reporting which will help all stakeholders make
well-informed decisions. We will be rolling out
detailed disclosures of business KPIs, segmental
reporting, a refreshed Corporate Social
Responsibility (CSR) policy, and measurable ESG
goals, to achieve the same.

MD & CEO

Dear Shareholders,
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ZEE, in its illustrious history of 27 years, has not only created a multi-faceted entertainment
content company but has also played a pivotal role in shaping India’s media and
entertainment industry. Today, ZEE stands on the threshold of a new beginning, to create a
stronger version of itself and define the future of the media & entertainment landscape in the
country. The last financial year has been a year of transformation. A year of leaving behind
our old selves, creating a newer version and taking a leap to create a legacy that will elevate
the Company to greater heights. The new beginning, which | term as ZEE 4.0, will be the
harbinger of enhanced consumer focus, further innovation in content creation, and leveraging
technology to deliver a heightened entertainment experience to all our consumers across

multiple consumption platforms.

The mantra at ZEE has always been to lead by example, and we have demonstrated that
effectively through our success across markets and businesses. Every challenge we faced
on this path was met with an equal determination to overcome and forge ahead. Though we
cannot go back and alter our decisions, no one can stop us from creating a brand new future.

Over the years we have grown, vertically and
horizontally, becoming one of the most loved
content brands in India and around the world.
Going forward, we will continue to maintain a sharp
focus on growth as we invest our time and energy
in maximizing our core, expanding into adjacent
spaces and exploring new areas of business.

We have initiated a strategy exercise within the
Company to carve a 5-year roadmap, to transform
the organization and its strategic approach with
consumer centricity and profitable growth as the
two cornerstones.

All our plans and strategies would not fructify
unless we nurture our most important asset — our
people. | truly believe that one does not build a
business; but builds people who then build the
business. ZEE is extremely fortunate to have a
strong professional leadership team at the helm
to drive this new strategy forward with renewed
energy and gusto.

The unprecedented times brought upon by the
COVID-19 pandemic are leaving us with a lot of
food for thought. Businesses across the globe

have suffered unprecedented losses and some

are going through extremely difficult situations. We
have been more fortunate, and | believe the primary
reason for that has been our unrelenting focus

on customer centricity. The speed and agility with
which our teams adapted to the situation have been
instrumental in maintaining business continuity and
ensuring undisrupted entertainment to our viewers.
We believe that in this rapidly evolving media

& entertainment landscape, only the ones who
adapt to change will survive in the future. These

will be the companies which succeed in adapting
themselves best to the environment while ensuring
a strong hold on the pulse of their consumers and

a keen eye on growth and profitability.
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The year gone by

FY20 was a year of highs and lows for our
business. While we reported a decline in our
advertising revenue for only the second time in
more than a decade, on the operating front we
achieved new feats. Our broadcast business

now has the widest language footprint in the
country, making it a truly pan-India network for
consumers. New Tariff Order upset the equilibrium
in the distribution space with the slew of changes
it introduced. However, the network not only
withstood the challenges of the transition, it
emerged much stronger post implementation,
expanding its reach and revenue in most markets.
ZEE5 took giant leaps towards becoming India’s
leading digital entertainment platform. Over a short
period, ZEE5 has become the biggest producer

of digital exclusive content in the country. It is

also gradually strengthening its presence outside
India, which will help us remain relevant in markets
which are transitioning to digital. Zee Music
Company continues to grow, and | am happy to
report that it turned profitable last year, validating
our decision to venture into music publishing
business 5 years ago. Zee Studios fell short of our
expectations for the in-house production business,
but the distribution segment delivered a string of
successful films.

Despite a decline in advertisement revenues,

the topline of the Company grew by 2.5%. This
domestic subscription led growth is a reflection of
the increasing balance of our revenue portfolio.
The macro-economic slowdown experienced last
year, coupled with the fall in consumer demand
led to a decline in advertising. In India, brands
still look at advertising as a cost to be incurred

in good times and not as a lever for building
resilient consumer connect. As we move into an
extremely cluttered world, we will see a gradual
change towards a more holistic approach which
has advertising as an integral part of the brand.
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Meanwhile, our aim is to insulate the growth of the
Company from the macro-economic cycles, as far
as possible, by offering holistic solutions to our
partners. Despite the slowdown, we continued to
invest in growth opportunities which will enable us
to grow ahead of the industry once the economy
recovers. Continued investments coupled with the
fall in advertisement revenue led to a decline in
EBITDA margin to 27.5%. Next fiscal is also going
to be challenging, as advertising revenue will
decline further in the first half due to the impact

of COVID-19. However, | believe that this phase

is just a blip in India’s long-term growth story, and
the economy will bounce back with vigor once the
impact of the pandemic subsides.

Our fight against COVID-19

The pandemic left many vulnerable to its harsh
impact, and in such times, we focused on the

need to come together and support each other.
Acknowledging the work done by frontline
workers, we stepped up our efforts in all directions
to support the nation in strengthening its medical
infrastructure, providing essential equipment like
ambulances, personal protective equipment Kits,
oxygen humidifiers and daily meals to families
affected by the pandemic. As a responsible player
in the media & entertainment sector, we also
ensured that the lives and livelihoods of the daily
wage earners in our content production ecosystem
were least impacted, by supporting them
financially during the lockdown. The Company also
used the massive reach of its network to increase
awareness about the pandemic.

Vote of thanks
| would like to thank all the shareholders for their
continuous trust in the Company. It is your undying
faith that enables us to strive towards achieving
greater heights, growing at a faster clip than the
industry, and generate higher value year on year.

| would also like to thank all our partners who

to deliver a heightened entertainment experience to all our
consumers across multiple consumption platforms.

ZEE 4.0, will be the harbinger of enhanced consumer focus,
further innovation in content creation, and leveraging technology

help us in creating content, ensuring its delivery to
the consumers and most importantly monetizing

it. And lastly, | would like to convey my gratitude
to all our people, who relentlessly work towards
turning our vision into reality. It is the confidence in
their collective ability that enables me to say with
conviction that we are on our way to successfully
build a new version of ZEE.

Until then, celebrate endings, for they precede
new beginnings. For us at ZEE, a new and exciting
journey has just begun.

Sincerely,
Punit Goenka
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STRATEGY & BUSINESS MODEL

STRATEGY

@%1 Diversify and strengthen

content offering

Creating engaging and entertaining
content is critical for ZEE to succeed in
its mission of becoming India’s biggest
entertainment content company. ZEE
has been continuously expanding

its content offerings across genres,
languages and platforms to cater to the
wide spectrum of audience segments

Consumer

focus

Consumers are the focal point

of everything we do at ZEE. The
varied cultural backgrounds and
native languages of ZEE’s audience
make it imperative to have an in-
depth understanding of consumer
preferences. The Company is
continuously trying to strengthen the

@ Increase

reach
ZEE is committed to making
its content accessible to
consumers across platforms.
The Company is continuously
expanding its network of
partnerships with content
distributors, aggregators and
device manufacturers to ensure

@@ Build
capabilities
Entertainment needs of consumers
are continuously evolving,
especially in today’s rapidly
changing landscape. To succeed
in this environment requires
constant capability building. The
Company is focused on upskilling
its workforce, investing in data

in India.

STRATEGIC ASSETS

Library

Intellectual Property rights of
250,000+ hours of content

e= Strong brand

Built over 27 years

o

Extraordinary Together

People

bridge between consumer insights,
content creation and content
delivery process for a seamless
consumer experience.

the widest possible reach of
its content, which also helps to
serve advertisers better.

analytics, and upgrading production
facilities and IT infrastructure to
deliver extraordinary entertainment
experience to its consumers.

COMPETITIVE ADVANTAGES

01 Content creation capabilities

Our in-house expertise along with strong partnerships in the content creation, aggregation and distribution
eco-system enable us to create and deliver engaging content at a competitive cost. This helps ZEEL to
expand and strengthen its presence across media verticals.

We produce “500 hours
of content every week

We produce original
content in 12 languages

We own the IP rights of all
the content we produce

02 Synergies across businesses

We realize significant synergies, in both cost and revenue, due to our presence across markets and
platforms. Content created for a market or a platform travels to another with little or no efforts, increasing
its economic value. Our diverse presence not only allows us to manage the content creation and
acquisition costs better but also enables cross-platform marketing.

All 35 channels in International markets run
on content produced for our Indian channels

Digital platform hosts content from Broadcast,
Movies, Music and Live Businesses

03 Reach

Our businesses cover the entire spectrum of consumers’ entertainment needs across formats,
geographies and platforms. This enables us to reach almost every consumer of entertainment content in
India and one in ten in rest of the world. This strong reach makes us the default partner for brand building
as well as the preferred partner for content creators.

Presence in over
170 countries

600mn+ individuals reached
in India every week

3,000+ brands connect with their
consumers through our network in India
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REVENUE STREAMS

01 Advertising

It is an important revenue stream for our broadcast and digital businesses.

Advertising revenue is primarily driven by reach and viewership of our
content. Consumer staples, consumer durables, telecom, auto and
e-commerce are our key advertisers.

02 Subscription

Broadcast and digital businesses generate subscription revenue. Our
content reaches through distribution partners such as DTH and cable
companies in case of our broadcast business. In digital, subscription
revenue comes directly from consumers or through our partnerships with
telecom operators and other players in the digital eco-system.

03 Syndication

This primarily relates to licensing of our content (shows, movies etc.) in
the international markets or to other broadcasters and OTTs in India.

04 Theatrical

Revenue from the theatrical release of the movies produced by us.

05 Music licensing

Revenue from the licensing of our music catalogue to music streaming
platforms and from any other events/platforms where our music titles
are utilized.

06 Others

Movie distribution:
Revenues earned from distribution of movies.

Ticketing and Sponsorships:
Revenues from on-ground events, live shows and theatre.

For audiences

By providing engaging, inspirational and
uplifting content to audience’s satisfaction.

For advertisers

We offer brand building solutions for our
advertisers to reach their consumers through
multiple touch-points.

For distribution partners

Our content is an integral part of offering of
our distribution partners — cable, DTH and
telecom operators.

For talent

Our network provides unparalleled reach to
our content partners. We are also instrumental
in continuously bringing new talent to the
industry.

For shareholders

Through a track record of consistent financial
performance.

For our people

By providing enriching experience
at the work place, work life
balance, adequate learning and
growth opportunities.




At ZEEL, consumer is th
desire for ‘consumer de
rise as India’s leading el
serve a continuously e
on a constant transfor

presence in new langus
is available to consu
added capabilities to
user experience. Ove
enhance its understs
that engages them.

Zee has been entertaining

set in varied cultural backdrc

endeavours to improve its comprehensio
socio-cultural nuances that sepa diffe
of audiences. It is this unders ) th

it to successfully create s

cultural contexts. On the

social media platforms ha

to consumer, for collecting their fe

as content delivery. It is enhancing its

in the digital space to give its users a seamle
360° experience.




CORPORATE OVERVIEW
PAGE NO. :02-27

STATUTORY REPORTS ANCIAL STATEMENTS
PAGE NO. :28-114

N BROADCAST BUSINESS
INDIA
INTERNATIONAL

\ DIGITAL BUSINESS
ZEES INDIA
i ZEES5 INTERNATIONAL

1 oo MOVIES & MUSIC
000 ﬁ ZEE STUDIOS
Q ZEE MUSIC COMPANY

LIVE EVENTS
ZEE LIVE

ZEE THEATRE




BUSINESS

ZEEL has one of the biggest television networks globally, which connects over one billion people. Zee
was not only the pioneer of private broadcasting in India, it was also one of the first networks to take
Indian content to South Asian diaspora around the world. Through its ever-expanding footprint, in India
as well as other countries, Zee has truly adopted the concepts of localization and globalization.
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DOMESTIC

BROADCAST BUSINESS

ZEEL's television network reaches around 600mn consumers in India on a weekly basis and engages them with
a high-quality programming mix of engrossing fiction shows, exciting reality show formats, popular movies, and
curated licensed content. As India’s oldest home-grown entertainment network, Zee’s domestic broadcast
business has been continuously expanding its reach and depth to serve consumers across the country. Over
the years, the network has not only entered new markets, it has led content innovations which have captured
the imagination of Indian audiences. With consumers at the core of the decision-making process, the business
has always focussed on meeting diverse audience needs. To understand consumers better and establish
a deeper connection with them, Zee has continuously adopted new initiatives for consumer insights and
outreach. In its quest to serve viewers better, the network has been working relentlessly to understand the
socio-cultural nuances that differentiate consumers across the country and incorporate these learnings in
the content that is crafted for different sets of audiences. The business engages in meaningful interactions
with viewers through round the year consumer-connect initiatives, which help improving its understanding

of consumers. This approach has enabled Zee to successfully evolve from a single channel broadcaster to
a pan-India network of 46 channels.

Er
=g
o

India’s widest TV entertainment network —
presence in 11 languages make it truly
pan-India network

With the launch of 4 regional channels, Zee now has ;
presence in 11 languages, making it the widest language ﬂjL 1
footprint private network in the country. Zee is the first
private broadcaster to foray into Punjabi and Bhojpuri
markets, highlighting the lead role the business has played
in the development of regional markets over the years.

India’s highest reach entertainment network

7 out of 10 total TV consumers in India access Zee’s content every week, which makes it the
entertainment network with the highest reach in the country. Zee’s diverse content offering
draws “350mn consumers to its network daily, giving advertisers an unparalleled reach.

Universe
Zee Network Weekly :
Reach (FY20) p Reach (%) Reach (mn)
70.5 : 589 NCCS ABC
..'. Reach (%) : Reach (mn)
,))::octo..o.ocooo.o.ocooo.oooooooooc 70.0 526.5
'-. NCCS CDE —

e —
.

*. | Reach (%) i Reach (mn)
.

72.8 :308.9

el—

1




Strengthening presence and
viewership in the movie genre

With 20 channels across 8 languages, Zee has
one of the biggest portfolios of movie channels
in the country, backed by an expansive multi-
lingual movie library. Zee’s portfolio of movie

channels leads in the Hindi and Marathi markets.

In the Bengali, Telugu and Bhojpuri speaking
markets, its channels are ranked second. The
recently launched movie channels in Tamil and
Kannada markets have started on a strong
footing and would gradually strengthen their
viewership shares.
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27.8%
27.4%

25.2%
23.8%

o
o oO

Source: BARC, All India share in pay

FY17 FY18 FY19 FY20 movie channels across languages

21.0%
20.0%
19.0% s 0
India’s #1 entertainment network
18.0% . Al .
Zee has consistently been India’s #1 entertainment
17.0% network, briefly losing the position after the
. merger of two of its peers last year. However,
16.0% the network ended the year on a strong note,
15.0% reclaiming the leadership position in the last two
months of FY20. With the launch of new channels
14.0% in FY20, it is expected that Zee would further
13.0% strengthen the leadership position.
2017W 1 2018W 1 2019W 1 2019W 53
B ze- B Nearest competitor
Soul to screen
In a dramatically changing consumer and A brand Characters that
content landscape, understanding the pulse with a resonate with
of the consumer and translating it into content purpose subcultures

regularly is critical for success. The business

is on a journey to instill obsessive consumer
focus to build this competitive advantage.
200+ employees spent 2500+ hours across 28
socio-cultural regions last year to understand
the nuances that differentiate the many
Bharats that exist within India, and bring

back actionable insights to create compelling
stories and memorable characters. Our teams
go through customized training programs

to become consumer evangelists and have
deeper conversations with the viewers. There
is a constant endeavor to become native to the
viewers’ complex and intriguing worlds, and
bring out stories that connect with their souls.

Detailed business review on page 31

12

Listening Telling great Viewer share of mind,
to many stories with right product on their
Indias culture sparks chosen platform
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INTERNATIONAL

BROADCAST BUSINESS

ZEELs International Broadcast Business leverages the content library of the parent network to serve Indian and South Asian diaspora
around the world. ZEEL was the first Indian M&E company to start overseas operations and over the years has added linear operations
across more than 170 countries. The network has a mix of channels that mirror India feed as well as channels that curate content
specifically for some of the markets. It also has a bouquet of channels in foreign languages with dubbed content which helps taking
popular Indian shows and movies to local audience in their native languages. While the International business mostly relies on the rich
Indian content library, it also produces content locally in some of the markets which helps create a stronger connect with consumers.

y % 9

-
AMERICA EUROPE APAC MENA AFRICA
18 Channels 4 Channels 5 Channels 4 Channels 4 Channels

9 Dedicated non-Indian language channels offering
content to audiences in their local languages

=M AGIC ZMUNDO =HLh]

ZBIOSKOP

35 channels in ‘ Content non-Indian
international markets available in languages

Detailed business review on page 36
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ZEE5 aims to become the number one OTT entertainment platform in the country by serving diverse
consumer segments with varied content tastes, platform requirements, and paying propensities. To
accomplish this, ZEE5 has identified content, technology and partnerships as the three pillars for

success. True to the parent company’s philosophy of creating engaging content, ZEE5’s 360° content
catalogue offers content for every audience segment. Within just two years of launch, the platform has
released more than 100 Original shows and movies for consumers looking for differentiated content.
As the biggest producer of digital content in the country, ZEE5 has continuously experimented
9 with new genres. ZEE5’s multi-lingual movie library, live TV and catch-up content, music videos,
kids’ entertainment and education content make it a one-stop entertainment destination for Indian
consumers. It also relies on partnerships and robust technology to make ZEE5 available on multiple
platforms and provide consumers a seamless experience. Interface in 10+ languages and voice search
was designed specifically for Indian consumers. ZEE5 has partnerships with multiple players in the digital
eco-system like telecom operators, e-commerce companies, travel and hospitality players, and e-wallets,
which enable ease of access and payment for the consumers. ZEES is continuously working to expand its
content offering and improving the user experience which will enable it to strengthen its consumer proposition.
To capture the growing digital content consumption opportunity outside India, ZEE5 is ramping up its presence across geographies. It is strengthening

ZEEL's presence in markets where digital is emerging as the primary medium for consuming content and will help establish additional point of connect with
consumers in others. Having tasted early success in APAC and Middle-East markets, ZEES5 is ramping up its presence in western geographies.

C

CONTENT FOR EVERYONE

D)

News TV Shows Movies Music
from 40+ New episodes everyday Free movies across 10+ Library of Zee
channels Popular shows from the past languages Music Company

/\ =
ZEE Originals Premium Movies International Content Live TV
Original shows and Latest blockbusters Shows and movies Live streaming of
movies in 6 languages across languages from across the world 100+ entertainment
dubbed in Indian and news channels
100+ Originals
_ languages
released till date
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DIVERSE ORIGINAL CONTENT ACROSS GENRES

ZEES5
Premium
Content

BOOK
ADAPTATIONS

ORIGINAL
SHOWS

BTEES CllGemAlL

v
L & i g i
TV SPIN-OFF 1 ORIGINAL
SHOWS I—\.}E J MOVIES
J Y

NEW USE CASES
° ° "
' P Short video . BT Exclusive licensed Premium educational A A Hyper-casual
| ¢ ' platform =77 kids content content gaming
-
ZEE5 EXPANDING IN INTERNATIONAL MARKETS
APAC EUROPE UK CANADA Following entry in APAC region, ZEE5 was commercially launched in Middle East, UK,

Europe and Canada during the year. ZEE5’s international expansion is seeing initial signs of
success in the APAC and MENA regions which has close affinity to Indian content. A mix of
high-decibel marketing campaigns along with partnerships with local telecom operators in
key target markets like Bangladesh, Sri Lanka, UAE, among others is helping increase the
platform’s reach. Additionally, to tap into the existing demand for Indian content in several
markets, it also soft-launched dubbed content in 5 international languages.

Detailed business review on page 38
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MOVIES & MUSIC

#3 movie studio in India in
terms of box-office collections

14 movies released in 5 languages

22 movies released in international
markets

16

ZEE STUDIOS

Zee Studios is the content production and
distribution arm of ZEEL. It is focused on
production, acquisition and distribution of films
across languages, genres, and budgets. Zee
Studios also creates TV and digital content

for Zee and other platforms. Launched as a
film distribution company, Zee Studios has
established a strong presence in the movie
production business over the last few years. In
the Marathi language market, where it began
operations, the studio has delivered some of
the most popular movies over the last decade.
In Hindi market, it has established a strong
presence with a string of successful movies

Detailed business review on page 41

over the last few years. Zee Studios also
produces and distributes movies in regional
languages and international territories. The
studio leverages the cross-platform strengths
and institutional learnings of the parent network
for conceptualizing and marketing of movies.
Zee Studios is working to strengthen its position
as a credible player in the movie production
space with a strong pipeline of in-house and
co-production projects. This would also help it
become the preferred partner for the best talent
in the industry. Zee Studios is also strategically
important for ZEEL as it helps to secure satellite,
digital and music rights of movies.

FILER
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ZEE MUSIC COMPANY

Zee Music Company (ZMC) is India’s fastest
growing music label and the only one with a
pan-India reach. Since its inception, ZMC has
been aggressively acquiring perpetual music
rights which has enabled its rise to the #2 music
label in the country. It continues to strengthen
its position with a market share of over 50%

in new Bollywood music rights. ZMC reaches
out to consumers across the country through
digital streaming platforms, radio and television.
With a music library of more than 7,000 songs
across 10+ languages, ZMC is an indispensable
partner for every music platform. Its vast library

=MUSIC CO.

2" most subscribed Indian
music channel on YouTube

Pan-India music label with
presence across 10+ languages

29.6 billion video views on
YouTube, growth of “45% YoY

a:LIVE e=THEATRE

Zee LIVE is the Company’s offering for consumers in the live events
space. Zee LIVE is focussed on creating IPs and experiences in music,
comedy, cultural, food, education, and gaming genres. Zee LIVE aims
to collaborate with global producers to bring iconic live entertainment
experiences home and take its homegrown properties overseas. A young
player in the live events space, Zee LIVE is experimenting with different
formats to establish a competitive position. It plans to create host of
properties targeted at audience of diverse interests and across various
age groups. Zee LIVE is also working on creating digital IPs which will
enable a wider reach. Some of the flagship IPs of Zee LIVE include Arth,
Supermoon, and ZEE Educare. Zee LIVE also has a branded original
content division focused on client owned consumer properties.

Detailed business review on page 42

Supermoon Comedy, 6 city-tour
featuring Russel Peters

of music from Bollywood, regional movies and
independent artists, caters to the varied tastes of
Indian consumers. With over 55mn subscribers,
ZMC is the second most subscribed Indian music
channel on YouTube, generating ~2.5bn video
views a month. ZMC'’s stellar growth has been
driven by its selection of titles, a well-diversified
catalogue across languages, and the use of
network strength for marketing. Its presence
across platforms provides a great launchpad for
any new music released by the label. ZMC has
also been instrumental in providing a platform
for new artists through Zee Music Originals.

Supermoon Music, 11 city-tour
featuring Prateek Kuhad

Detailed business review on page 43
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Subhash Chandra
Chairman Emeritus

Mr. Subhash Chandra is an
educationist, philanthropist and a
parliamentarian (Member of Rajya
Sabha). Rightly referred as ‘The
Father of Indian Television’, Shri
Chandra’s pioneering vision has
gifted India, not just its first private
satellite television company but an
entire industry in itself. ZEE now
caters to over 1.3 billion viewers
from 173 countries in more than

19 languages. As the Chairman

of Ekal Global, which works for
the under-privileged children,
especially in the tribal areas, he
has enabled 86,000 schools in

22 Indian states and in Nepal,
educating over 2.3 Mn children
and is working towards rural
development in as many villages.
Shri Chandra has been contributing
towards society in association with
various NGOs including TALEEM
Foundation, Ekal Vidyalaya,

Global Vipassana Foundation,
Global Foundation for Civilisation
Harmony and Subhash Chandra
Foundation. For his contributions
to the industry, Shri Chandra was
awarded the 2011 International
Emmy Directorate Award at the
39" International Emmy Awards

in New York. He became the first
Indian ever to receive a Directorate
Award recognizing excellence in
television programming outside the
United States.
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R Gopalan
Chairman

Mr. R. Gopalan, who holds Masters in
Public Administration & Management
from Harvard University, MA in
Economics from Boston University
and Bachelor degree in Chemistry
from Madras University, has a

rich experience in economic and
financial administration of the
country with long stints in Ministry

of Commerce and Finance Ministry,
and in Manufacturing and Services
Sectors. As an Officer of Indian
Administrative Service (IAS), Mr.
Gopalan held various responsible
positions including inter alia, Member
of Public Enterprises Selection Board,
Secretary - Department of Economic
affairs, Secretary - Department of
Financial Services, CMD Tamil Nadu
Newsprints and Papers Limited, MD
Tidel Parks Limited, MD Tamil Nadu
Agro Industries Corporation Limited,
Director Department of Chemicals &
Petrochemicals etc. During his career
spanning 36 years, Mr. Gopalan
gained rich experience in establishing
and managing venture capital funds;
heading industrial undertakings,
managing infrastructure financing,
Managing Financial Institutions,
Creating Institutions & Corporates,
negotiating for India in multilateral
trade negotiations and formulating
policies for the country in finance,
trade and economy.

Ashok Kurien
Non-Executive Director

Mr. Ashok Kurien has been in the
business of building brands for
over 35 years now, particularly

in the fields of Media, Marketing
and Communications. An early
bird, he has a keen eye of driving
start-ups in emerging businesses,
helping in guiding them to size
and scale. He is associated with
a startup manufacturing Face
Masks, Water Filters (without
electricity) and Menstrual Hygiene
- he has co-invented ‘Saafkins’,
the ideal solution for the billion
women who can't afford sanitary
napkins, making it affordable and
reusable, all this for the poor and
the marginalised. Mr. Kurien is one
of the founder-promoters of ZEE.
He is also founder and promoter
of various business ventures
including Ambience Advertising
(now Pubilicis India), Hanmer &
Partners - one of India’s top-3 PR
agencies.
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Alicia Yi

Independent Director

Ms. Alicia Yiis B.A. in Economics
from the Northwestern University,
Evanston, lllinois and has completed
her Executive Education, YPO
Presidents Program, from Harvard
Business School. Ms. Alicia Yi has
held a series of leadership roles
working with top tier industry
executives across consumer

goods, retail, hospitality, travel,
leisure, consumer health, media

and entertainment. Currently, she

is the Vice Chair of Korn Ferry’s
Global Consumer Market based in
Singapore. She is also a member of
the Board & CEO Services Practice,
Human Resources Practice and
Private Equity Practice. She regularly
serves as a trusted advisor to boards
in building and developing high
performing leadership teams and
CEO succession. As a champion

of diversity and inclusion, she

helps companies in strengthening
leadership at the executive and
Board levels. She is on the Advisory
Board for Women’s Forum for the
Economy and is an active member
of the Young President Organization
(YPO), Global Learning Committee,
Global Taskforce of Champion
Lifecycle, Singapore Chapter Chair
and Singapore Chapter Learning
Officer.

Committee Chairmanship Committee Membership
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Manish Chokhani
Independent Director

A Chartered Accountant and

MBA from the London Business
School, Mr. Manish Chokhani is
one of India’s most respected
financial experts and investors.
From 2006 to 2011, he was the
CEO of Enam Secuirities, India’s
leading investment bank. He led
its $400 million merger with Axis
Bank in 2011 to create Axis Capital
Ltd, which he led as MD & CEO
until the end of 2013. From 2014
to 2016, he served as Chairman of
TPG Growth in India and from 2017
to 2019 as Senior Advisor to TPG
Group, one of the world’s largest
PE firms. He currently serves as
independent director on boards
that include Westlife Development
(McDonalds), Shoppers Stop, Auxilo
Finserve Pvt Ltd among others.

He also serves on the Governing
Board of Flame University. Mr.
Chokhani is a member of the Young
Presidents’ Organization. He has
served as a member of SEBI’s
Alternative Investment Promotion
Advisory Committee and also as
Co-Chairman of the Capital Markets
Committee at the IMC. He has
been a visiting faculty member at
IIM Kozhikode and has served on
the International Alumni Board and
scholarship panels of the London
Business School.

Board Committees

C1- Audit Committee

C2- Nomination & Remuneration Committee

Adesh Kumar Gupta
Independent Director

Mr. Adesh Kumar Gupta is a
Chartered Accountant, Company
Secretary and AMP from Harvard.
He is a professional with rich
experience of over 40 years in
Corporate Strategy, M&A, Business
restructuring, Fund raising, Taxation
etc. During his distinguished career
of over 3 decades in Aditya Birla
Group, Mr. Adesh Gupta held
various senior positions (including
Board positions) in companies

in various fields including Indian
Rayon, Birla Global Finance,

Aditya Birla Nuvo Ltd and Grasim
Industries Ltd. Post his retirement
as Whole-Time Director & CFO of
Grasim Industries Ltd., Mr. Adesh
Gupta is working as an insolvency
professional and is currently
serving on the board of various
companies including Care Ratings
Ltd, Vinati Organics Ltd. Mr. Adesh
Gupta was awarded the Best CFO
award by ICAI, IMA and Business
Today. He has also represented
FICCI as a Member of NACAS
(National Accounting and Auditing
Standards) which was instrumental
in setting up Accounting Standards
in India.

Piyush Pandey
Independent Director

Mr. Piyush Pandey is MA from St.
Stephens College, Delhi and a Post
Graduate in History from University
of Delhi. He has a rich experience
of over 37 years in the field of
advertising. He is the Executive
Chairman of Ogilvy India and the
Chief Creative Officer of Ogilvy
Worldwide. He is the only Indian to
have won three Grand Prizes at the
London International Advertising
Awards. He was awarded the Clio
Lifetime Achievement Award in
2012 and the Lion of St. Mark at
the Cannes International Festival
of Creativity in 2018, the first

Asian to be given this recognition.
In 2016, he was awarded the
Padma Shri in recognition of his
distinguished service in the field of
Advertising and Communication,
the first Indian to be awarded in
this field. He also published his
first book ‘Pandeymonium’ in 2015.
Mr. Pandey has been a brand
ambassador for Indian advertising
at many international/Indian forums
and was also a mentor at the Berlin
School of Creative Leadership. His
work has won over 1,000 awards
at both national and international
levels. Mr. Pandey also serves on
the Boards of various companies
including D B Corp Ltd. and Pidilite
Industries Ltd. among others.

C3- Corporate Social Responsibility Committee

C4- Risk Management Committee

Punit Goenka
Managing Director & CEO

As the MD and CEO of ZEE, Mr.
Goenka has been extremely
successful in enhancing the
company’s performance and in
driving the company towards its
set goals. His futuristic vision and
sharp acumen in the new media
domain, has led the company to

a global stature today. He is also
responsible for expanding the
company’s international presence
across 173 countries, and its reach
to over 1.3 billion viewers. Mr.
Goenka was also listed amongst
the top 100 CEOs of India in a
study published by Business Today.
He was conferred the ‘Outstanding
Contribution to Media’ award at the
Managing India Awards hosted by
AIMA and bagged the prestigious
IAA Leadership Award under the
category of Media Person of the
Year Award. He has also been
awarded the esteemed Medaille
d’Honneur Award at MIPTV. He
plays an active role in shaping the
future of the M&E industry as the
President of IAA India Chapter and
the Chairman of BARC India. He
also serves as a Board of Director
for the Indian Broadcasting
Foundation (IBF).

C5- Stake Holders Relationship
Committee
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Q&A

Rohit Gupta

CFO

Could you please explain the reasons for
decline in advertising revenues during
FY20? What is the outlook for FY21 amid the
pandemic?

Advertising revenues for the year declined by 7%
largely due to the macro-economic slowdown,
fall in FTA revenue and loss of viewership in
certain markets. Private consumption growth in
the country was tepid during FY20 which forced
marketers to reduce their advertising spends.
Additionally, in March 2019 we had converted
two of our popular FTA channels to pay and
pulled them out from DD FreeDish. This had

a significant impact on their viewership and
affected the revenue of the network.

COVID-19 further impacted the economy which
was already on a slowdown path. During the
lockdown, advertisers reduced their spends
significantly and a few completely stopped
advertising. Lack of original content aggravated
the situation. With the wheels of economy back
in motion and resumption of fresh content on
our channels, we are seeing advertisers coming
back and increasing their spends. However,

we are still far from complete recovery. We
believe that the festive season will see brands
come back with full force and by the end of this
fiscal the ad growth could return to its normal
trajectory. Our estimate is that the advertising
revenue for the entertainment industry could
decline by 25-30% during FY21.

What led to the strong growth in ZEEL's
subscription revenues? Do you expect this
growth to continue?

During FY20, domestic subscription

revenues witnessed a growth of 33% led by
better monetization of TV viewership after
implementation of NTO and growth in ZEE5’s
subscriber base. Over the past decade, the
viewership share of our television network has
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almost doubled from 11% to “19%. However,

our subscription revenue did not grow
commensurately over the same period due to
legacy pricing. The implementation of NTO gave
flexibility to consumers to choose and pay for
content they want, and it allowed broadcasters
to decide the pricing of their content. NTO has
given the Company an opportunity to monetize
these strong viewership gains, especially in

the Southern markets. This resulted in industry
leading growth in subscription revenues

for ZEEL during the year. The offtake of our
channels under the new regime is a testament
to the strength of our content offering to the
end consumers. Additionally, ZEES subscription
revenue grew on the back of 80+ original
shows/movies released during the year and
partnerships with players across the digital
eco-system. After a step jump in FY20 and due
to uncertainty relating to implementation of NTO
2.0, television subscription revenue growth will
moderate this year. However, ZEES5 subscription
revenue should scale up faster as it continues
its investments in original content and further
expands the partnership network.

Could you explain the provisions and one-offs
during the year which has impacted the P&L?

During the year we have taken provisions,
accelerated amortization and impairment

in some of the balance sheet items. This is
primarily due to the COVID-19 pandemic and the
changed business environment. There are four
such one-offs and exceptional items, of which
the first two impacted the EBITDA. One, we
have taken an accelerated content amortization
charge of ¥ 2.6bn in the profit and loss account
under operating costs. Two, an amount of ¥
3.4bn, including ¥ 1.2bn from a related party
distributor, has been provided for the balances
related to advertisement, subscription and

other receivables where recovery has become
doubtful due to uncertainty caused by COVID-19.
Three, we have taken a loss of ¥ 3.8bn in
overseas investments in accordance with
IND-AS 113 to reflect the movement in fair value
of these investments as on 31 March. During
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the year, the Company had decided to sell
these investments and appointed a consultant
to identify a buyer for the same. While these
investments were deployed in high yield assets,
due to the impact of the pandemic, the value

of the underlying assets declined significantly
and potentially delayed the disposal and
realization of the investments. Four, ¥ 2.8bn
was recognized as exceptional items during the
year. Of this ¥ 1.1bn was on account of goodwill
write-off in acquired digital businesses and the
balance ¥ 1.7bn was due to delay in recovery of
Inter-Corporate Deposits.

How would you rate the Company’s financial
performance during the year?

Despite the macro-economic headwinds faced
by the industry, the operating performance of
the Company was resilient. Our continuous focus
on creating quality content for consumers and
reaching out to them across platforms has held
us in good stead. Our consolidated revenues
grew by 2.5% to ¥ 81.3bn despite a 7% decline
in advertising revenue. FY20 was a phenomenal
year on the subscription front. 33% growth in
domestic subscription revenues is a testimony
to the strength of the network we have built
over the years. During the year, our cost base
was elevated due to higher content investments
in digital as well as broadcast businesses. The
operating cost to revenue ratio also went up
due to a subdued revenue growth. However,

| believe that this should normalize next fiscal
(FY22). Excluding one-offs, EBITDA and EBITDA
margin for the year stood at¥ 22.4bn and 27.5%,
respectively.

What is the outlook on business profitability
given the slowdown due to pandemic?

We are living in unprecedented times and

the pandemic has led to a lot of uncertainty
across businesses. While the viewership is
witnessing a significant spike on both TV and
digital platforms, ad monetization has gone
down sharply. In the first quarter, lockdown
and absence of fresh content led to a sharp
decline in advertising revenue. Though things
are improving sequentially, the loss of revenue
in the first half will lead to de-growth in the
advertising revenue for the year. On the cost
front, we have initiated a company-wide exercise
to relook at every cost item, across businesses
and functions, resorting to zero-based
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budgeting. That said, we are cognizant of the
competitive intensity in our key businesses and
are committed to make necessary investments to
build and retain viewership. The cost optimization
measures undertaken will only partially offset

the decline in revenues, and the margins for the
year will be impacted. Our endeavor remains to
quickly revert to the historical margin profile of
the Company.

Could you explain why there is a sharp increase
in working capital? What is the outlook on key
balance sheet items for FY21?

The increase in working capital is primarily
attributable to our movie strategy across key
businesses — television, digital and international.
As indicated over the past three years, movie
genre is an important piece in our television
portfolio across languages. Our existing movie
channels continue to strengthen their viewership
and revenue shares. We have also filled the
white spaces in our portfolio by launching three
regional movie channels in FY20. On the digital
front, movies are a critical driver for customer
acquisition and retention, helping expand the
paid subscriber base. The accrual of revenues
from these investments has already started and
will benefit the company in the coming years. The
increase in inventory is also led by acquisition

of movie rights from content aggregators who
were paid advances during the previous year.
The increase in receivables has been led by
delay in payments from few distribution partners.
ZEEL has received payment plans from two
strategic distributors who are facing some
specific issues and is collecting the same as per
plans submitted. Higher receivables are also due
to the lockdown towards the end of the year,
leading to challenges in collection. That said,
peak investments in inventory is behind us and
the working capital intensity will start reducing
from FY21 itself, and the company will witness
improvement in cash generation. Our endeavor is
to improve cash generation to the best standards
in the industry.

What is the outlook for investment in digital
and other new businesses?

The new businesses — digital, movies and
music, live events — are scaling up well

and headed in the planned direction. ZEES
continues to release higher number of original
shows and movies than any other OTT platform

in the country. It is also developing new use
cases like short-videos which will enable it to
grow faster. We are clear that we want to invest
in content, technology and marketing for ZEE5
which will help it to become the leading OTT
platform in the country. During the year, we also
announced plans to scale-up the other digital
business, SugarBox (Margo Technologies).
However, due to COVID-19, the investment
timelines have shifted, and we will get more
clarity on the same towards the end of FY21.
Zee Studios is strengthening its pipeline of in-
house production projects while also venturing
into producing content for digital platforms. As
this business largely works on a rolling working
capital basis, we don’t see a need for significant
incremental investments. After aggressively
acquiring titles over the last five years, Zee
Music Company is past its investment phase.
Zee LIVE’s FY21 plans have been impacted

by the global pandemic situation and it is
experimenting with digital-first properties. In
the broadcast business, our portfolio is near-
complete after the launch of 4 regional channels
during the year and incremental investments
would be limited.
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LEADING
WITH PEOPLE

ZEEL's people strategy is founded on three pillars — creating an organizational context that inspires employees to do their best,
enhancing organization effectiveness through capability building, and improving the employer brand. These three pillars, derived
from the strategic planning exercise for the human resource function conducted in FY19, are critical to achieve the broader
strategic plan of the Company. At ZEEL, all the people initiatives are focused on strengthening one or more of these pillars that
help the Company to become an employer of choice and in turn enable it to hire and retain the best talent from the industry.

CREATING AN ORGANIZATIONAL CONTEXT

Creating an organizational context is imperative to align employees with launched which had a different theme for each month and activities planned
company'’s vision and mission while deploying progressive systems, around it. These activities saw active employee participation. With a view
policies and processes. It allows to establish a common framework to providing employees with a personalized experience throughout their

of success for the employee and the organisation. In this context, the tenure, a cloud based HCM (Human Capital Management) solution — SAP
performance management system of the organisation is geared to SuccessFactors, was rolled-out. It is a crucial tool to effectively manage
maximize the growth of the company while providing satisfying career business alignment, recruitment, performance and learning activities for the
progression opportunities to its employees. To keep the workforce employees and addresses all their requirements with a one-stop portal.

motivated continuously, a round-the-year engagement calendar was

22
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CAPABILITY DEVELOPMENT

ZEELs significant investments in capability
development of its people is a testimony to

the impetus it lays on creating an organization
culture which has people at its core. In the wake
of the current global disruption, it becomes
even more critical to equip employees with the
necessary skills in order to make a tangible
business impact. With this in mind, the Company

Y23

EMPLOYER BRAND

ZEEL continuously strives to be one of the best
companies to work for in the M&E industry. It has
been recognized as a Great Place to Work for

3 consecutive years by the GPTW Institute. As
per the Culture Audit conducted by GPTW, ZEEL
has been recognised as an organization with a
significantly positive employee perception as

a result of the robust practices that have been
implemented effectively. Zee was the only M&E
brand to feature in the Top 25 most valuable
Indian brands list in the study conducted by
BrandZ™ in 2019.

AGE GROUP

23%

Below
30 years

22%

Between
40-50 years
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substantively increased the coverage and
quantum of learning initiatives during FY20.
ZEEL is working towards fulfilling its commitment
of building a fit-for-future organisation by
nurturing future-ready leaders. During the year

it launched EMBARK — a learning program for

developing people managers in the organization.

It is the largest learning and development

program for frontline managers in the Media &
Entertainment industry, delivered in partnership
with KPMG Learning Academy. With the new
thrust on digital interventions, which has been
further accelerated by the COVID pandemic
situation, we have moved most of our training
programmes online. We continue to partner with
learning avenues such as Coursera to provide a
fruitful learning environment for our employees.
In order to enable ZEEL to evolve as per the
rapidly changing business needs, a systematic
transition from unidimensional interventions to a
more flexible and agile approach to learning has
been planned in the next fiscal.

employees covered
2,200 + under training programs

17’000 + hours of

training

COVID RESPONSE TO ENSURE PEOPLE SAFETY AND

BUSINESS CONTINUITY

As safety of people is paramount, ZEEL
responded with a swift plan that ensured
business continuity along with employee safety.
Multiple advisories for taking precautions,
improved sanitisation measures in offices,
monitoring of international and domestic
travel, and commencement of work from home
plan before the announcement of lockdown
highlighted Company’s proactive approach to
fighting the pandemic. Post lockdown, roles
that required working out of office premises

52%

Between
30-40 years

3%
Above
50 years

were identified and a roster was prepared,

with backup to ensure uninterrupted business
operations. Regular thermal checks, sanitisation
of office premises at repeated intervals and
social distancing measures ensured that all
necessary operations were carried out without
any risk to the health of our people. Access to
all critical business applications ensured 24x7
support for WFH with zero compromise on data
and content security.

TENURE

31 32%
0-2 2-5
years years
23% 14+
5-10 >10
years years
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COMMUNITY OUTREACH

#Zeefightscovid19 Campaign

As the country was fighting against the COVID-19
pandemic, ZEEL initiated #ZEEFightsCovid19
campaign to help state governments and citizens
with critical healthcare interventions across 12
cities. The Company flagged-off the healthcare
infrastructure initiatives of the campaign with
Mumbai, by donating 46 Ambulances and 50
High Flow Heated Respiratory Humidifiers to the

city’s municipal corporation, BMC. In addition, a
Dedicated Covid Healthcare Centre (DCHC) for
frontline workers is being constructed by ZEEL in
the Thane Municipality. The Company donated a
total of 246 Ambulances, 95 oxygen humidifiers,
46,500 PPE kits and 5,000 sanitizers, face
masks, plastic face shields each, across the
nation. ZEEL also led the broadcasting industry’s

#MAINBHIKESARI CAMPAIGN

With the premier of Hindi film ‘Kesari’, Zee
Cinema launched #MainBhiKesari campaign.
Paying an ode to country’s defense personnel
who sacrificed their lives in the line of duty, the
campaign urged people to come together to
help their kin. Fans could extend their support
by donating any amount on the ‘Bharat Ke Veer’
app/website or through Freecharge and sharing
a screenshot tagging Zee Cinema using the
hashtag #MainBhiKesari. ‘Bharat Ke Veer’ was
launched in 2017 by Akshay Kumar and the
Ministry of Home Affairs, to extend financial help
to the families of deceased soldiers. For every
donation made, the channel made a contribution
of ¥500 to ‘Bharat Ke Veer.

GREEN COVER CAMPAIGN

TR OERENOEMCE DAY,
LETS THARK DUR SDLDERS.

BMainBhiKosan

T nCWEEM A

In collaboration with SankalpTaru Foundation, an IT-enabled NGO with the core philosophy of ‘planting
trees for the people, by the people’, ZEEL initiated the Green Cover campaign. This campaign was
initiated with a view to plant the tress in order to improve forest density. Under this campaign over
10,000 trees were planted across five states of Karnataka, Maharashtra, Uttarakhand, Rajasthan

and Odisha.
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initiative to support the daily wage earners by
offering financial support during the lockdown
phase to 5,000 workers, who were associated with
the Company directly or indirectly in the content
production eco-system. ZEEL also partnered

with Akshaya Patra Foundation to provide
600,000 daily meals to 10,000 migrants across
the nation for a month. ZEEL's employees also
came forward to collaborate in these efforts and
collectively donated ¥ 9.3 mn to the PM-CARES
fund, and a matching contribution was made

by the Company. The Company also used the
collective strength of all its consumer touchpoints,
including its television channels, digital and social
media platforms to spread awareness about
combating the pandemic via campaigns like
#HumAndarCoronaBahar and #PhirSeHogaSavera.
ZEEL implemented a first of its kind initiative titled
as #BreakTheCoronaOutbreak, where viewers
were encouraged to wash their hands during the
special 30 seconds break introduced on its 40+
channels throughout the day.

BURN THE BHED BHAAV
CAMPAIGN

&pictures launched the Burn The Bhed

Bhaav campaign driven by the insight that
discrimination isn’t always a consciously
performed act. It took this opportunity to make
people aware of the small acts of discrimination
that people do in daily lives without even
realising. The movement was launched to spread
the message of inclusiveness, keeping equality
as the central peg. Leveraging Facebook’s
unique 10-second Thumbstopper format, the
campaign ran a series of short impactful stories
on social media with an objective to spread
awareness on discrimination.

THIS DI'W ALY,
#eurnTheBhedBhaay
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THOUGHT LEADERSHIP

ZEE MELT 2019

ZEE Melt is a festival of creativity and innovation in the field of marketing and communication. The
event brings together industry leaders and brand marketers from across the globe under one roof.
With ‘Disruption’ as the theme, ZEE MELT 2019 had 1,413 unique visitors in attendance to hear industry
leaders talk about disruption at the convergence of advertising, marketing, media and digital with a
heightened focus on innovation and technology. The event hosted 76 speakers including R S Sodhi
(MD, Amul), Fernando Machado (Global CMO, Burger King), Dave Trott (Author & Creative Director),
Gerardo Mazzeo (Global Innovation Director & CSV Manager, Nestle) and Rory Sutherland (Vice
Chairman, Ogilvy UK) amongst others. ZEE extended its association with the event by reinforcing the
‘Power of Television’ through panel discussions featuring the senior management of the Company and
integrating Mindspace as a property with ZEE5.

DRIVING STRONG BRAND ASSOCIATIONS
KYOORIUS DESIGNYATRA 2019

An initiative that celebrates all aspects of creative communication and marketing, Kyoorius Designyatra
provides a platform to empower and sustain the creative industry in India and secure its rightful place
in shaping the growth of the country. The theme for Designyatra 2019 was ‘On the Contrary’ and
featured the design rebels who have paved new paths against existing, prevalent narratives through
out-of-the-box-thinking. The 14th edition of the design festival witnessed attendance from industry
leaders like David Carson, Marian Bantjes, Marjan van Aubel, Kelli Anderson, Timothy Goodman, Dina
Amin and Arunima Sen amongst others. The event, featuring 33 speakers from the world of design
and architecture, was attended by 1,150 delegates. It reached more than 4mn people across social
media and digital platforms. ZEEL extended its association with the event through key integrations of
product brands including Zee Bollywood, Zee Café and Zee LIVE.

ZEE JLF 2020

Described as the ‘greatest literary show on Earth’, ZEE Jaipur Literature Festival is an annual literary
festival attracting writers, humanitarians, historians, politicians, business leaders, sports people and
entertainers to the Pink City (Jaipur) in the month of January. The 13" edition of ZEE JLF witnessed
300+ speakers, including a plethora of writers, poets and activists who conversed on a range of topics
from history and politics to artificial intelligence. Strengthening ZEELs brand connect with JLF, a key
initiative of Zee’s Broadcast Business on storytelling, ‘Katha Caravan’, was launched during the event.
Special session was curated on ‘Books to Digital’, highlighting ZEE5’s strategy of creating original
content for OTT from books. Some members of the Company’s leadership team were also part of the
panel discussions on building cultural connect with consumers to create strong, resonating stories.

IAA LEADERSHIP AWARDS

Reinforcing its commitment to work towards creating initiatives that benefit the M&E industry at large, ZEE partnered with industry association IAA for their
flagship property. The seventh edition of IAA's flagship property, IAA Leadership Awards, celebrated and applauded industry leaders who have made
significant contribution to the economy, changed the landscape of the M&E industry and created global brands. The event was attended by CXO'’s of the
media and entertainment companies. Mr. Punit Misra — CEO, Zee’s Domestic Broadcast Business, shared his thoughts in a panel discussion on the link
between content, platform and the consumer and how data driven insights are helpful in generating relevant content.
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AWARDS AND MILESTONES
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AWARDS AND ACCOLADES

« ZEEL became the only M&E brand to feature
among the ‘Top-25 most valued brands’ of the
country in a Millward brown study.

« For the third consecutive year, ZEEL was
recognized amongst ‘India’s Best Places to
Work For’ in a study done by the The great
place to work institute.

« Won multiple awards in Promax 2019 across
channels — ZEE TV, &TV, ZEE Tamil.

« Won multiple awards in CMO Asia Awards
across channels — Zee Talkies, ZEE Cinema, &tv.

« ZEE Cinema won Global Marketing Excellence
award for best use of social media and
marketing campaigns.

e ZEE5 won ‘OTT platform of the year award’
in Promax 2020 OTT Digital Marketing &
Innovation Awards

« ZEE5 won ‘India’s Most Desired Video
Streaming Brand’ by Trust Research Advisory

« Ruchir Tiwari - business head, hindi movies
cluster and Raghavendra Hunsur - business
head, ZEE Kannada and ZEE Picchar, featured
in ‘IMPACT’s top 40 under 40’ 2019 list which
recognizes changemakers for exemplary work
in the media, advertising and marketing world.

2 GOLDS

pmmaxhda
i-lln---l-u-l

..L._i ,i;. -

\ .




FINANCIAL STATEMENTS
PAGE NO. :115-239

CORPORATE OVERVIEW
PAGE NO. :02-27

STATUTORY REPORTS
PAGE NO. :28-114

CORPORATE
INFORMATION

BOARD OF DIRECTORS

Subhash Chandra
Chairman Emeritus

Ashok Kurien
Non-Executive Director

Manish Chokhani
Independent Director

Piyush Pandey
Independent Director

COMPANY SECRETARY

Ashish Agarwal
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Independent Director

Adesh Kumar Gupta
Independent Director
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MANAGEMENT DISCUSSION
AND ANALYSIS

INDIAN MACROECONOMIC OUTLOOK

India has been the growth leader amongst
major economies, including Emerging Markets
and Developing Economies (EMDEs) over the
last few years. However, the momentum of the
strong economic growth weakened gradually
during FY20 due to the liquidity crunch, rising
unemployment and weak consumer demand.
GDP on GVA basis grew by just 4.2% in FY20
compared to 6.1% in FY19. An already slowing
economy was hit by the whammy of COVID-19,
like most of the countries around the globe.
After the government announced a nationwide
lockdown beginning 25™ March, the economic
activity came to a near-complete shutdown.
After two months of lockdown, economic
activity resumed in a phased manner, with
some restrictions still in place.

The impact of the shutdown and gradual
opening will be felt sharply on the economy
in the first half of FY21. While there is still
uncertainty on how fast the economic growth
would bounce back, most of the estimates
suggest that India’s economy will shrink in the
first half but as the impact of the pandemic
subsides in the second half, the economic
growth would return to its normal trajectory.
The government has unveiled a ¥ 20 trillion
relief package to support economy. This
package includes liquidity measures taken
by the Reserve Bank of India (RBI), easing of
lending to MSMEs, and specific measure for
key sectors like manufacturing, agriculture,

and infrastructure. The RBI, besides providing
liquidity support and regulatory relief, also
cut the lending rates twice to record lows.
Apart from the relief package announced in
May, the government has taken several steps
to revive economic growth. Few steps like
overhaul of the corporate tax rate structure,
announcement of NIP (National Infrastructure
Pipeline), far reaching reforms in agriculture
sector, initiatives to boost ‘Make in India’, and
recapitalisation of public sector banks would
help strengthen the economy in the long run.

Unlike economic slowdowns over the past
decade, the present deceleration in growth is
driven by moderation in consumption growth.
The growth in PFCE (Private Final Consumption
Expenditure) in FY20 decelerated to 9%

after several years of double-digit growth.

The prospects of M&E industry have a high
co-relation with consumption growth in
economy and will therefore be impacted in
FY21. However, it is expected that the slew

of economic policies and liquidity measures
introduced by the government will push PFCE
and GDP growth back to previous levels in
FY22. Indian consumption story is driven

by strong secular trends of growing middle
class, rising disposable income and increasing
discretionary spends. The current slowdown

is temporary and consumption growth would
revive as the impact of government’s initiatives
start showing results.

INDIAN MEDIA & ENTERTAINMENT INDUSTRY

The Indian Media and Entertainment (M&E)
industry continued to grow during the year,
albeit at a slower rate as compared to the
previous year due to the weak macroeconomic
environment. According to the FICCI-EY
report (the Report), M&E industry revenue
reached % 1,822 billion in 2019 with a 9% YoY
growth. During the year, television continued
to maintain its leadership in the M&E space
as the primary choice of entertainment for
Indian consumers despite a major regulatory
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change. Online video consumption sustained
the momentum of widening its audience base
driven by increasing content options, growing
internet penetration and affordable data tariffs.
Print revenue declined during the year but
retained its position as the second biggest
revenue segment. Movie industry growth was
driven by domestic revenue while the revenue
from international markets declined during the
year. Radio segment shrank due to decline in
ad revenues in second half of the year. Live

Nominal PFCE Growth (%)

T

FY16

Source: CSO

Real GDP Growth (%)

r2o [ --
- .

FY16

Source: CSO

events’ growth was led by premium properties,
activations and sports events.

M&E industry was expected to grow at a CAGR
of 10% to reach ¥ 2,416 billion by 2022, driven
by the growing content consumption across
mediums. As the Report was published before
the complete impact of COVID-19 on the
economy was known, the growth estimates
are likely to see a downward revision. While all
mediums saw a massive growth in time spent
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and reach during the lockdown, the viewership
could not be monetised as consumer spending
was limited only to essential goods. The current
slowdown should not have a meaningful impact
on the long-term growth trajectory of the M&E
industry. Per capita entertainment consumption
and spends in India still remain lower than most
of its peers. The Report estimates that the total
screen count (TV + Smartphone) will reach

1 billion (from the current 550mn) by 2025,
which represents a sizable growth opportunity.
Coupled with the largest youth population and
rising disposable incomes, Indian M&E industry
is poised for a long-term sustainable growth.

TELEVISION

The year gone by was an interesting one for
the Indian television industry. It began with
the challenges faced in migrating the 160mn
pay TV subscribers to the NTO (New Tariff
Order) regime and the teething issues that
accompanied the structural changes brought
by its introduction. And it ended with the
production of original content being halted
across the country due to COVID-19, for the
first time in the history of the industry. The fact
that the Indian economy was on a slowing
trajectory through the year did not help the
cause. Implementation of NTO has brought
about a paradigm change by redefining the
relationship between broadcasters, consumers
and distributors. On the other hand, COVID-19
has negatively impacted the business
operations. This disruption is transient and
might be a catalyst for innovations and stronger
operating processes in the broadcasting
industry. After a double-digit growth last year,
the television industry grew by only 6.4% to X
788bn in CY2019.

As per the Report, subscription revenue for
the industry grew by 7.6% and the advertising
revenue grew by only 4.9% during the year
2019. Macro-economic slowdown was the
primary reason for the subdued ad growth
during FY20. The slowdown resulted in weak
consumption demand across categories, which
in turn affected the advertising spends. The
situation was further worsened due to impact
of COVID-19 in the month of March. Advertising
growth for the year was also impacted due

to NTO implementation, as advertisers were
reluctant to spend during the NTO transition
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M&E Industry Composition

@ v

@ oigital

. Print

period (first 6 months of 2019). The systemic
change in channel packaging and distribution
resulted in uncertainty regarding the availability
of the channels, leading to pull-back in ad
spends. Some of the advertisers allocated a
higher portion of their budgets on ICC cricket
World Cup and FTA (Free to Air) news channels
that guaranteed a higher reach during this
period.

As per the Report, India will have 220-235mn
TV sets (70% penetration), consisting of pay TV,
DD FreeDish, and internet connected TV sets.
Due to its massive reach and high engagement
levels, it is expected that television advertising
will grow at a CAGR of 10% to ¥ 570bn,
retaining the biggest share of the advertising
pie in 2025. However, the advertising outlook
for FY21is tepid as the first half of the year

will suffer from the impact of COVID-19. In

the past, patches of weak advertising growth
have been followed by strong growth periods,
and if the economic growth sees a revival in
the second half, advertising will also rebound
sharply. Subscription growth, unlike advertising,
is not directly linked to the macro-economic
growth. Despite an increase post NTO, pay TV
ARPU in India is still one of the lowest across
the world. For less than $4, Indian consumers
have access to 200+ TV channels, making

pay TV a really compelling offering. Television
subscription continues to be a long-term
growth opportunity with increasing television
penetration, ARPU growth, increasing HD base
and the continued efforts of the industry to
reduce the under declared subscriber base as
the key growth drivers.

. Live Entertainment

. Others
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MAJOR DEVELOPMENTS DURING
THE YEAR

NTO - a paradigm shift in the distribution
landscape

After multiple litigations and timeline shifts,
the NTO (New Tariff Order) implementation
finally started in March™9. Given that it involved
shifting 160mn pay TV subscribers to the

new system, the exer